Earlier studies of cross-national differences in consumer behavior in different consumption sectors have verified that cultural differences have a strong influence on consumers. Despite the importance of cross-national analysis, no studies in the literature examine the moderating effects of nationality on the construction of behavioral intentions and their antecedents among cruise line passengers. This study investigates the moderating effects of nationality on the relationships between perceived value, satisfaction, trust and behavioral intentions among Spanish and (U.S.) American passengers of cruise lines that use Barcelona as home port and port-of-call. A theoretical model was tested with a total of 968 surveys. Structural equation models (SEMs) were used, by means of a multigroup analysis. Results of this study indicated that Spaniards showed stronger relationships between trust and behavioral intentions, and between emotional value and satisfaction. Americans presented stronger relationships between service quality and satisfaction, and between service quality and behavioral intentions.
INTRODUCTION
America went from 70% to 56%, Europe from 21% to 30% and the rest of the world from 9% to 14%. In addition, the Mediterranean has become the second most important destination in the world after the Caribbean (ECC, 2013) . In line with this trend, the Port of Barcelona had a total of 2,599,232 cruise passengers, becoming Europe's leading port and the fourth busiest in the world behind Miami, Port Everglades, and Port Canaveral (Port of Barcelona, 2014) . Of the total of cruise passengers who embarked and disembarked in the Port of Barcelona, the majority were British, (U.S.) Americans, Spaniards, and Italians. More specifically, American and Spanish cruise passengers, who are culturally different, formed more than 74% and 20% respectively of the total of American and Spanish tourists who visited the city of Barcelona in 2011 (Barcelona Tourism, 2011) .
In a highly competitive and uncertain context, firms need more than ever to retain customers in view of the benefits associated with loyalty, such as the propensity to expand their relationship in the long term, or acting as motivators among their networks of friends, acquaintances, and family, and other potential customers (McMullan & Gilmore, 2008) . For this reason, the need to know the determinants of customer loyalty has become the fundamental objective in the development of business strategies for managers (Berman & Evans, 2004) . As a result, cruise managers increasingly feel the need to understand cruise passengers' perceptions of value, satisfaction, trust, and loyalty. This study, like a majority of the literature, adopts behavioral intentions as the measurement of loyalty (Ryu, Han, & Kim, 2008) .
Moreover, numerous earlier studies of cross-national differences in consumer behavior in different consumption sectors have verified that cultural differences have a strong influence on consumers, to the extent that the same product or service may be perceived differently according to the culture of origin and determine individual behavior (Cunningham, Young, Lee, & Ulaga, 2006) . With respect to the service industry, numerous studies take as reference the country dimension to explain different aspects of consumer behavior (Reimann, Lünemann, & Chase, 2008; Yuksel, Kilinc, & Yuksel, 2006) . Despite the importance to cruise lines of cross-national analysis, no studies in the literature examine the moderating effects of nationality on the construction of behavioral intentions and their antecedents among cruise line passengers.
To fill this gap in the existing literature, the present paper aims to (i) develop and test a behavioral intentions model among passengers of cruise lines, and (ii) verify the moderating effects exercised by the nationality of cruise passengers -(U.S.)
Americans and Spaniards. The sample consisted of passengers of cruise lines that operate in the Mediterranean and use Barcelona as home port and port-of-call.
LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT
When we try to explain a customer's behavioral intentions towards a provider, and the continuity of a long-term customer relationship, it is essential to identify the factors determining the consumer's attitude towards the provider. Perceived value and perceived relationship quality can help structuring a model of behavior, as well as clarifying the inner processes that lead a customer to maintain stable relationships with a provider in the long term.
The perceived quality of the relationship between two parties is formed from a series of key components that reflect the overall nature of the relationship. This is a mega-construct composed of satisfaction, trust, and loyalty (Moliner, Sánchez, Rodríguez, & Callarisa, 2007) .
Oliver (1999) defines consumer loyalty as the highest level of consumer commitment, implying the transition from a favorable predisposition towards a product to a repeated purchase commitment. However, research into consumer behavior has continued to study loyalty from different theoretical approaches (Yoon & Uysal, 2005) , such as the behavioral approach, which measures the sequence or the probability of purchase by the consumer; the attitudinal approach, in which the consumer expresses his/her loyalty on the basis of a psychological commitment or of a declaration of preferences; and the composite approach, which is an integration of the first two.
These contributions notwithstanding, some authors believe that investigating loyalty as behavioral loyalty, by measuring attitudes over a certain period of time to verify repetition of purchase, is beyond the reach of researchers and impractical in most cases (Oppermann, 2000) , so composite loyalty is difficult to apply.
Furthermore, behavioral loyalty (Oliver's action phase) is only the static result of a dynamic process that does not explain why and how consumers, and, in our case, the passengers on a cruise, are willing to recommend it to other potential consumers (Yoon & Uysal, 2005) . For this reason, many researchers have considered an adequate measurement for the evaluation of loyalty to be the conative part of loyalty, which has frequently been measured as (Ryu et al., 2008) , willingness to recommend (Hung & Petrick, 2012; Tian-Cole, Crompton, & Wilson, 2002) , and positive wordof-mouth (Han & Ryu, 2012; Parola, Satta, Penco, & Persico, 2014) .
Trust is defined in consumer behavior studies as a consumer's expectation that a supplier of products or provider of services will not behave opportunistically and will not take advantage of the consumer's situation of dependence and vulnerability (Rousseau, Sitkin, Burt, & Camerer, 1998) , presupposing a behavior that is trustworthy (Kumar, Scheer, & Steenkamp, 1995) . In general, reliability, fulfillment, credibility, honesty/integrity, competence, and benevolence are considered to be characteristics of trust (Kantsperger & Kunz, 2010) . Reliability means that what is agreed is always fulfilled (Delgado-Ballester, 2004) . Fulfillment refers to the keeping of promises and is an indicator of reliability (Anderson & Weitz, 1989) . Credibility is based on the consumer's conviction that the provider has the necessary knowledge to perform the service (Kumar, Scheer, & Steenkamp, 1995) . Honesty/integrity means that the firm is known for always telling the truth and responding according to solid principles (Moliner et al., 2007) . Competence refers to the capacity to make promises based on the organization's knowledge, experience, and skills (Sirdeshmukh, Singh, & Sabol, 2002) . And, finally, benevolence, meaning that the company is concerned for the customer's interests (Xie & Peng, 2009 ). Most studies synthesize and integrate the characteristics of trust in two dimensions: honesty/credibility and benevolence (Kantsperger & Kuntz, 2010) . The literature has proved the relationship between trust and behavioral intentions in the cruise context (Forgas-Coll, Palau-Saumell, Sánchez-García, & Caplliure-Giner, 2014) . For this reason, it is hypothesized that: Most studies of consumer satisfaction have used models based on different theories, such as norm theory (Cadotte, Woodruff, & Jenkins, 1987) in which agreement or disagreement with the norms will produce satisfaction or dissatisfaction; perceived performance theory (Tse & Wilton, 1988) in which the consumer's satisfaction or dissatisfaction are based on the actual results and not on the initial expectations; equity theory (Fisk & Young, 1985) in which the difference between the costs paid and the benefits expected are the determining factor in producing satisfaction or dissatisfaction (Heskett, Sasser, & Schlesinger, 1997) ; and expectation/disconfirmation theory (Oliver, 1997) . The latter is the dominant theory in the study of consumer satisfaction, defining satisfaction as a consumer's evaluation of whether the fulfillment of expectations has been pleasant or unpleasant.
Earlier research identified two types of satisfaction in consumer behavior, i.e., transaction-specific and overall satisfaction (Bitner & Hubbert, 1994) . Transaction-specific satisfaction is defined as the satisfaction with a specific service encounter (Bitner & Hubbert, 1994) . Overall satisfaction has been defined as the overall evaluation of the performance offered by a supplier up to a certain date (Johnson & Fornell, 1991) . The overall satisfaction perspective is adopted in this study because a tourist's satisfaction is not limited to a specific product or service, but comprises an overall evaluation of his/her consumption experience (Johnson, Anderson, & Fornell, 1995) .
The literature has proved the relationship between satisfaction and behavioral intentions (Chang & Polonsky, 2012) , and also in the cruise industry (Juan & Chen, 2012) . Previous studies have also found that satisfaction is an antecedent of trust (Santos & Porto, 2014; Jani & Han, 2011) . So, based on these relationships, it is hypothesized that: emotional, and social value (GLOVAL). To these dimensions is added another one, i.e., non-monetary costs, associated with the consumer's effort, time, and risk in the purchase and consumption of a product or service (Cronin, Brady, & Hult, 2000) , validated by Forgas-Coll, Palau-Saumell, Sánchez-García, and CallarisaFiol (2012) . In the context of cruises, Petrick (2002) developed the SERV-PERVAL scale in which he identified five dimensions: behavioral price, monetary price, emotional response, quality, and reputation. Later, the same author developed a model of cruise-passenger loyalty which considered only the service quality dimension of the SERV-PERVAL scale (Li & Petrick, 2010) , focused on the reliability of the quality of service.
The literature has also developed models of causal relationships of perceived value -as a multidimensional variable -with other constructs such as satisfaction, trust, and loyalty, and has found that the perceived value hypotheses could be only partially confirmed (Moliner et al., 2007) (Fandos, Sánchez, & Moliner, 2009; Gallarza & Gil, 2006; Petrick, 2004) . Following this last tendency, this study hypothesizes each of the dimensions of perceived value with other constructs supported by the literature that will be developed below. Thus, we have considered dimensions such as service quality, sacrifices (price and non-monetary costs), emotional value, and social value.
Service quality refers to the evaluation of the attributes of a service (Baker & Crompton, 2000) and is defined as the difference between the expectations created by the consumers of the service and the performance or yield that they have obtained (Parasuraman, Zeithaml, & Berry, 1988 ). Service quality is considered an antecedent of satisfaction, as well as having an influence on trust (Doney & Canon, 1997) , and on behavioral intentions (Baker & Crompton, 2000; Li & Petrick, 2010) . In consequence, the followings hypotheses are proposed: Other dimensions refer to the sacrifices made by a consumer when purchasing a product or service. These sacrifices are the monetary costs of, or prices paid for, the products or services received, and non-monetary costs. Earlier studies have found a positive and direct relationship between favorable perceptions of price and satisfaction (Varki & Colgate, 2001) and between perceived price and behavioral intentions (Zielke, 2010) . Based on the empirical studies in different contexts, it is hypothesized that:
The price perceived by a cruise passenger directly and positively influences his/her overall satisfaction with a cruise line. The emotions aroused by a service are associated with the most hedonic part of the consumption, such as happiness, amusement, enjoyment, fear, anger, envy, anxiety, or pride (Havlena & Holbrook, 1986) , which in cruises translate into intangible benefits of a symbolic, emotional, and hedonic nature (Kwortnik, 2008) . Furthermore, emotions have a strong influence on satisfaction (Williams & Soutar, 2009 ). Therefore, the following hypothesis is proposed:
H 10 The emotional value perceived by a cruise passenger directly and positively influences his/her satisfaction with a cruise line.
Cruise programs encourage social participation and collective learning through games, competitions, and shared pastimes (Kwortnik, 2008) . Earlier studies have shown that cruise passengers have a need to obtain social recognition (Hung & Petrick, 2011) 
Cross-national moderating effects
The globalization and internationalization of markets implies new processes of identity formation, cultural hybridization, and glocalization (Gould & Grein, 2009 ). This process has aroused researchers' interest in analyzing cross-national effects on consumer behavior (Chan, Yim, & Lam, 2010) .
Numerous models of cultural dimensions exist. Those of Hofstede and Schwartz are the conceptual frameworks most cited, but the use of Schwartz's model has been limited and the results do not differ from those obtained with Hofstede's model (Drogendijk & Slangen, 2006 ). Hofstede's model is the one most used in business and marketing studies (Tipton, 2009) and is based on comparisons and cultural distances between countries (Matos & Leis, 2013; Stolz, Molina, Ramírez, & Mohr, 2013) . It has been criticized for its methodological development (Kirkman, Lowe, & Gibson, 2006) , because the consumer's behavior does not always correspond to the differences between countries expressed by Hofstede, or because nation cannot be equated with culture (McSweeney, 2002) , but it is the model that has been most used to identify the cultural differences between countries (Soares, Farhangmehr, & Shoham, 2007) and that has most influenced cross-cultural management. Hofstede and Hofstede (2005) found among the individuals that they studied common cultural elements that could not be generalized at the individual level, since individuals could have different learning processes (Blodgett, Bakir, & Rose, 2008 ), but could be generalized at country level, thus answering the critics since he states that the only units available for comparative evaluations are those corresponding to the nation-states (Hofstede, 2001 ). The latter developed a multidimensional model of collective identity with five dimensions, determining a score for each dimension and country. Individualism/collectivism and uncertainty avoidance dimensions were considered for the analysis, because With respect to individualism/collectivism, moderator effects have been identified between satisfaction and loyalty (Forgas-Coll et al., 2012; Liu, Furrer, & Sudharshan, 2001 ) and between attitude and intention (Kacen & Lee, 2002) . Moderator effects of uncertainty avoidance have been identified in repurchase intentions (Wong, 2004) , and in relationships between perceived service quality and satisfaction (Reimann et al., 2008) . In fact, the literature posits that collectivistic cultures, which have greater aversion to risk, act in the manner that socially is considered most appropriate, so they present a weaker relationship than individualistic cultures between attitude and intention, and between attitude and behavior (Kacen & Lee, 2002) . Based on the exposition of prior literature, the moderating effects are expected. Thus the following hypothesis is proposed: Spaniards), and 13% were 65 and over (11.8% Americans, 14.2% Spaniards). With regard to educational level, 5% had elementary education (4% Americans, 6% Spaniards), 31% a high school qualification (29% Americans, 33% Spaniards), and 64% a higher education degree (67% Americans, 61% Spaniards).
The study of data used structural equation models by means of a multi-group analysis. The models were estimated from the matrices of variances and covariances by the maximum likelihood procedure, using EQS 6.1 statistical software (Bentler, 1995) . First, a study of the dimensionality, reliability, and validity of the scale used was conducted to ensure that we were measuring the constructs it was intended to measure. The invariance of the instrument of measurement was then verified, in order to be able to compare the regression coefficients of each of the two samples (moderator effect-hypothesis 12). Prior to this comparison, the causal relationships for the whole sample were determined in order to test hypotheses 1 to 11.
RESULTS
In the first phase of the analysis, the study was focused on the psychometrical properties of the scales of measurement of the variables for the whole sample. As can be observed in Table 1 , the probability associated with chi-squared reaches a value higher than 0.05, indicating an overall good fit of the scales (Jöreskog & Sörbom, 1996) . The convergent validity is demonstrated in two ways. First because the factor loadings are significant and greater than 0.5 (Bagozzi & Yi, 1988; Hair, Black, Babin, Anderson, & Tatham, 2006) ; and second because the average variance extracted (AVE) for each of the factors is higher than 0.5 (Fornell & Larcker, 1981) . The reliability of the scale is demonstrated because the composite reliability indices of each of the dimensions obtained are higher than 0.6 (Bagozzi & Yi, 1988) . Table 2 shows the discriminant validity of the constructs considered, evaluated by means of average variance extracted-AVE (Fornell & Larcker, 1981) . After that, the focus was on the development of the invariance of the instrument of measurement. This analysis is prior to the verification of the differences between the groups considered in the parameters that are common to the study variables (Byrne, 2006; Hair et al., 2006) . The first step considers the model individually for each of the samples. As we observe in Table 3 , the model fits well, separately, in the two samples, i.e., 
Causal relationships and moderator effects
To test hypotheses 1 to 11, the causal relationships for the total sample were analyzed (Table 4) . This is adequate, because the probability of the chi-squared is higher than 0.05 (0.21109), CFI (0.996) is close to unity and RMSEA is close to zero (0.076), so the model estimated provided a good fit to the data. Additionally, in the model, the variance in satisfaction (R 2 = 0.679) is explained by service quality, price, and emotional value; the variance in trust (R 2 = 0.782) is explained by service quality, non-monetary costs, and satisfaction; and the variance in behavioral intentions (R 2 = 0.713) can be attributed to satisfaction, trust, and social value, indicating that the model of the current study could well predict and explain customer behavioral intentions.
Summarizing the result of the hypotheses, the analysis shows that nine of the hypotheses put forward are supported and two are rejected for the sample as a whole. Table 4 shows a direct and positive relationship between service quality and satisfaction, service quality and trust, price and satisfaction, nonmonetary costs and trust, emotional value and satisfaction, social value and behavioral intentions, satisfaction and behavioral intentions, satisfaction and trust, and trust and behavioral intentions, providing support for hypotheses 1, 2, 3, 4, 5, 7, 9, 10, and 11. On the other hand, no direct relationships were found between service quality and behavioral intentions, or between price and behavioral intentions. So, hypotheses 6 and 8 are not supported. Table 5 . All this allows H12 to be tested.
The analysis carried out to establish the causal relationships between the variables being studied is adequate, because the probability of the chi-squared is higher than 0.05 (0.10223429), CFI (0.996) is close to unity, and RMSEA is close to zero (0.078).
Nationality was found to partially moderate the model (H12). Table 5 and Figure 2 show the significant differences 
DISCUSSION AND CONCLUSIONS
This research aimed to demonstrate that perceived value, satisfaction, and trust were important predictors of passengers' behavioral intentions towards the cruise line. From these results, it is believed that the behavioral intentions model outlined in the conceptual framework is corroborated.
However, the main contribution of this study is that it analyzes the effects of nationality on the formation of passengers' behavioral intentions towards a cruise line. The results show significant differences between Americans and Spaniards in four causal relationships. The analysis is interpreted on the basis of two of the dimensions of Hofstede and Hofstede (2005) in which the two groups are most widely separated: individualism/ collectivism and uncertainty avoidance.
The results demonstrate that the strongest links between emotional value and satisfaction, and trust and behavioral intentions occur in the sample of Spaniards. This finding can be interpreted on the basis of the idea that more individualistic cultures, like the American, which have low uncertainty avoidance, tend to show emotions less and do not separate them from rational decisions, while more collectivistic cultures do (Trompenaars, 1997) . Also, collectivistic cultures base their trust on relationships with first-hand knowledge, while an individualistic culture is much more likely to trust others until they are given some reason not to trust (Jarvenpaa, Tractinsky, & Saarinen, 1999) . Consequently, collectivistic cultures, which have high uncertainty avoidance, try to mitigate risk by building trust through the experience, the benevolence, and the credibility of whoever is performing the service (Doney, Cannon, & Mullen, 1998) , so once the trust is built it has a greater effect on behavioral intentions. Hence, cruise lines must create emotional, enjoyable, and entertaining experiences not perceived as boring and routine in order to increase positive emotions. For individualistic cultures, with higher levels of subjective well-being perception than collectivistic cultures, activities should be prepared to avoid queuing, crowding, baggage handling, or transfers during the cruise, which are issues perceived as unsatisfactory. Cruise lines need to create more emotional experiences in order to increase the feeling of wellbeing of American passengers. The feeling of well-being aboard could influence the belief that the cruise company is able to satisfy the needs and is trustworthy.
On the other hand, in the American sample the relationships between service quality and satisfaction is significantly stronger than in the sample of Spaniards and, also the relationship between service quality and behavioral intentions is significant in the American sample while in the Spanish sample it is not.
These results are consistent with Kacen and Lee (2002) , since the attitude-intention relationship is weaker in the collectivistic sample with high uncertainty avoidance. This difference is because highly individualistic cultures, which in turn have low uncertainty avoidance, are more demanding in the evaluation of service quality, so their satisfaction increases at high levels of service quality (Birgelen, Ruyter, Jong, & Wetzels, 2002) , and consequently also result in a favorable predisposition towards behavioral intentions. For this reason more collectivist cultures with high uncertainty avoidance, such as Spaniards, would require greater staff involvement in the on-board services. This involvement could be achieved by increasing interaction with the cruise passengers in those collective participation activities in which crew members' performance could improve customer satisfaction. Consequently, cruise lines should be investing in a specific training program for staff on-board to design activities and services taking into account the passenger's cultural differences.
As far as the sample as a whole is concerned, the study makes other contributions. The first is the incorporation of nonmonetary costs into a model of formation of behavioral intentions in the context of cruises. This study found a direct and positive relationship between low levels of non-monetary costs and trust, which confirms the findings of Forgas et al. (2010) in other context and is a contribution in the field of cruises. The second is the important role played by trust. As the results show, trust acts as a mediating variable between satisfaction and behavioral intentions, and between service quality and behavioral intentions, which confirms the findings of Moliner et al. (2007) and ForgasColl et al. (2014) . Consequently, trust is shown to be a key factor in the formation of cruise passengers' behavioral intentions.
For cruise firms to continue to increase market share in Europe, considering the uncertainty of the current economic crisis, the managers of such cruise firms should bear in mind cultural differences in the behavior of cruise passengers. In sum, in order to create stable and lasting relationships with their customers, firms should pay attention to the differences between individualistic and collectivistic cultures and between cultures with low or high uncertainty avoidance. In view of the significant differences between the cruise passengers of the nationalities analyzed, there are some managerial implications.
First, cruise companies could offer services that help to reduce these differences. Such is the case of the cognitive variables, which are considered by the cruise industry to be the most important strengths in the sale of cruise holidays (Cruise Lines International Association, 2012), on which firms can work. The cruise lines should adjust the service quality better to the needs of Spaniards, since in general, the services offered by cruise lines are highly focused on a North American public. In this sense, the CLIA figures for 2012 indicate that 69% of international passengers are American (USA and Canadian).
Another implication for cruise lines is that in order to improve the relationship between trust and behavioral intentions in more individualistic passengers, who make more rational decisions, like US Americans, continuous improvement of service quality is necessary. The development of plans for continued improvement of quality is especially important for cruise lines, to show that the company keeps its promises.
Finally, another implication is to pay attention to emotions as an antecedent of satisfaction. Companies have to continue working on emotional aspects in the on-board services of the cruise trip, particularly for cruise passengers from highly individualistic cultures, in order to achieve even more intense levels of emotion.
The main limitation of this study is that it only considers Americans and Spaniards in analyzing the moderator effects of nationality. Future investigations could consider including more nationalities and analyzing them separately, or dividing them among national groups with similar scores for individualism and/ or uncertainty avoidance.
